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ABSTRAK 
 
Mohammad Faisal Fahmi, D1214055, Komunikasi Pemasaran (Studi 
Deskriptif Kualitatif Strategi Bauran Promosi The Clean Bar Laundry di 
Kota Surakarta), Program Studi Ilmu Komunikasi Fakultas Ilmu Sosial dan 
Politik Universitas Sebelas Maret Surakarta, 2016. 
 
Pertumbuhan ekonomi yang relatif tinggi dan perubahan lingkungan yang 
cepat seperti yang terjadi di Indonesia, menyebabkan perusahaan harus secara 
terus-menerus memantau pasar dan menyesuaikan diri terhadap perubahan pasar. 
Perusahaan kini harus memikirkan kembali misi bisnis dan strategi pemasaran 
mereka secara kritis. Perusahaan masa kini tidak bergerak dalam pasar dengan 
saingan yang sudah diketahui dan sudah pasti, atau pilihan pelanggan yang stabil, 
melainkan perang antar saingan yang terus berubah, kemajuan teknologi, hukum 
baru, kebijaksanaan perdagangan yang terkelola dan turunnya kesetiaan 
pelanggan. 
Pada penelitian ini memfokuskan dalam hal strategi komunikasi 
pemasaran The Clean Bar Laundry dalam mempromosikan jasanya.Penelitian ini 
menggunakan konsep Bauran Promosi (Promotional Mix). Konsep ini 
direncanakan untuk mencapai tujuan program serta meningkatkan penjualan 
dengan menggunakan komunikasi persuasive. Pada hakikatnya promosi adalah 
suatu bentuk komunikasi pemasaran. Komunikasi pemasaran yang dimaksud 
adalah aktivitas pemasaran yang berusaha menyebarkan informasi, 
mempengaruhi/membujuk, dan/atau mengingatkan pasar sasaran atas perusahaan 
dan produknya agar bersedia menerima, membeli, dan loyal pada produk yang 
ditawarkan perusahan yang bersangkutan. 
Strategi Bauran Promosi yang dilakukan oleh The Clean Bar Laundry 
dalam meningkatkan penjualan jasa laundry dapat disimpukan bahwa dalam 
melaksanakan kegiatan promosi, The Clean Bar Laundry melakukan lima jenis 
bauran promosi, yakni Advertising, Personal Selling, Sales Promotion, Direct 
Selling, Public Relation 
 
Kata Kunci : Komunikasi Pemasaran, Strategi Bauran Promosi, The Clean 
Bar Laundry. 
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ABSTRACT 
 
Mohammad Faisal Fahmi, D1214055, Marketing Communication (A 
Qualitative Descriptive Study of Promotional Mix Strategy of The Clean Bar 
Laundry in Surakarta Municipality), Study Program of Communication 
Science of Social and Political Science Faculty of Sebelas Maret University, 
2016. 
 
The relative high economic growth and the rapid environmental changes, 
as happened in Indonesia, have caused the companies should continuously 
monitor their market and adapt to the market changes. The companies now should 
rethink their business mission and also their marketing strategies critically. The 
present companies do not move in a market with known and definite competitors, 
or a stable choice of customers, but a constantly changing battle between 
competitors, technology advances, new laws, some managed trading policies and 
the decreasing of customers’ loyalty. 
This study focuses on the marketing communication strategy of The Clean 
Bar Laundry in promoting its services. This study uses a Promotional Mix 
concept. This concept is planned in order to achieve the program goals, and also 
to increase the purchasing by using persuasive communication. Essentially, 
promotion is a kind of marketing communication. The marketing communication 
in question is a marketing activity which is attempted to disseminate some 
information, influence/ persuade, and/ or remind the target market on the 
companies and their products with the intention of the target market will accept, 
purchase, and be loyal to the products offered by the companies. 
The Promotional Mix Strategy carried out by The Clean Bar Laundry in 
increasing its laundry service sales can be concluded that in carrying out its 
promotional activities, The Clean Bar Laundry does five kinds of promotional mix 
activities, i.e. Advertising, Personal Selling, Sales Promotion, Direct Selling, and 
Public Relation. 
 
Keywords: Marketing Communication, Promotional Mix Strategy, The Clean 
Bar Laundry.  
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